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Abstract 
The purpose of the research project was to examine the attitudes of Finnish people towards 
package travel and independent travel. Package travel has always played a huge part in the 
tourism industry, but lately other means of travel have surfaced and gained more and more 
popularity. The investigation aimed  to determine whether or not Finns tend to use package 
travel when travelling for leisure and what their overall opinion of it is, in addition to their 
opinion on independent travel.  
 
The research consisted of five different questions all related to the topic in hand, the research 
questions are further explained in the introduction chapter. All together 130 people from all 
over Finland took part on the survey..Even though not a large amount of the participants tend 
to use package travel when travelling, the overall opinion on package travel is nothing but 
positive, with some exceptions.  
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1. Introduction 
  
Tourism, defined as the act of spending time away from home for relaxation, leisure or 
business purposes, has its roots in Ancient Rome, when the Romans would rather spend their 
summer holidays in the countryside or coast rather than in the city (Watson, 2015). The need 
for travelling has not changed, resulting in tourism developing from the holidays in Ancient 
Rome to the industry it is today. Today, international tourism is the largest service sector in 
international trade, employing more than 266 million people worldwide (Du, ET, al. 2016). 
Growth in tourism can be seen annually and in 2015 the international tourist arrivals grew to 
1.184 million and it is expected to keep the growth and reach 1.8 billion by 2030 (UNWTO, 
2017).   
 
The key tourism areas researched were package travel and independent travel. Package travel 
consists of pre-arranged combination of services for a holiday trip. The trip needs to be sold 
at an inclusive price. Package travel does not always include transportation, nevertheless in 
the case of this study, the research is focused on package travel which includes it (Consumer 
Europe, 2017). Explaining what independent travel means is quite self-explanatory. 
Independent travelling is rather self-explanatory. It means when one books and organises the 
entire trip themselves it is the act of organizing an entire trip by oneself. beginning from 
flights and accommodation to the itinerary. When travelling independently, one often seeks 
to be a traveller instead of a tourist (Clayton, 2015).     
 
The research questions that drove this research were focused on European tourism, specifying 
on Finnish tourism looking at both independent and package travel. The whole research 
consisted of five questions which were aimed to be answered. The questions were: what are 
the changing patterns of European tourism focusing on Finnish tourism? Why do Finns 
travel? What means of travel do they use? (Package/independent travel etc.) What is the 
future of package travel among Finns? What are the drivers for changes in travel habits? 
 
The first chapter consists of the literature review of journals and articles that were useful for 
the research in question. The areas researched in the literature review are all connected into 
the expected findings of the research.  
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Firstly the author looks more closely at European tourism and from there moves on to Nordic 
outbound tourism and the travel habits of Finnish people. After looking at those topics, the 
literature review goes towards the era of digitalisation and what kind of effects it has had on 
tourism. Then, the researcher moves on to look at where package travel is right now, 
beginning with a small glance to the history of package travel moving towards where 
package travel is in the current tourism situation. Following the sub-chapter about package 
travel, the researcher goes into detail of both emerging markets in addition to emerging 
destinations. The many different drivers for tourism and people’s motives to travel are 
established and given more detailed look in the following sub-chapter. After taking a closer 
look at what affects tourism choices, a closer look is taken into tourism growth and the 
international trade of the tourism industry. The literature review is concluded with mentions 
on language barriers and the Finnish language. 
 
The second chapter in the research focuses on the methodology. In the start of the chapter all 
key terms are introduced such as quantitative and qualitative research and what a survey 
consists off. After the explanation of the key terms, the researcher introduces research ethics 
and what needs to be taken into consideration when conducting a research. Moving on from 
the research ethics, the research explains the process of the research in question, starting from 
what tools were used to conduct the research, who was interviewed, where and when the 
surveys took place and what questions were asked in the survey.  The researcher also gives a 
reason on why the specific method of data collection was chosen. Before starting the 
analysis, the researcher has explained what needs to be taken into consideration when doing 
data analysis.  
 
The third and fourth chapter of the research focuses on the findings from the survey and 
analysing and discussing them. The third chapter consists of charts opening and grouping the 
answers from the survey, of both quantitative and qualitative questions. After opening up the 
findings, the fourth chapter gives the analysis and discussion of the answers connecting them 
to the literature review done.  
 
The final chapter gives a conclusion to the research in addition to what limitations were 
discovered during the whole process, ending with a recommendation.  
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2. Literature Review 
2.1 European Tourism 
Europe is the number one tourist destination for both, European citizens and international 
tourists. The number of tourists arriving to Europe has seen a 5% growth in 2016. Europe as a 
tourism destination is seen as safe, legal and full of quality destinations. The Schengen area 
makes travelling within European countries easier due to unrequired visa. This might see 
some changes in the following years due to some countries wanting out of the agreement due 
to refugee arrivals (European Travel Commission, 2016). Even though the amount of trips 
taken yearly has grown, the amount of nights spent abroad has seen a fall (Eurostat, 2016).  
 
Although, Europeans love travelling abroad for holidays, the inbound travel amounts are 
high. In 2014, 75% of trips taken were in the country of residence. Besides travelling in their 
own country, most of Europeans travel to other European countries, with the travels 
accounting for ¾ of travels taken. Outbound travels were done with air transport, whilst when 
travelling within your own country, the trips were done by car (Eurostat, 2016). 
 
Europe has faced some unfortunate events during 2015-2016 in France and Belgium, 
therefore a part of tourists from outside Europe have changed their travel plans (Chow, 
2016). Turkey has been suffering from political instability since 2015, and the struggle is still 
going on. This can be seen in the amount of visits to Turkey, which has suffered an 8.5% fall 
in international tourist arrivals (European Travel Commission, 2016). Turkey is a big summer 
destination with many inclusive tours arranging trips there, which means that tour operators 
need to be alert at all times on what is going on. During some instabilities taking place in the 
summer, Finland’s biggest tour operator, TUI, recommended customers to cancel their plans 
on travelling to Turkey (Autio, 2016).  
 
The most popular destination within Europe, according to the arrivals during the first three 
months of 2016, was Iceland, then Slovakia and Serbia. The number of tourists to 
Switzerland and Turkey have suffered a down fall. In spite of Europeans travelling to 
Switzerland less, it has recorded a rising in tourists arriving from outside of Europe 
(European Travel Commission, 2016).  
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 2.2 Nordic Outbound Tourism 
With a relatively high amount of holiday weeks per year, the Nordic countries combined are 
the Europe’s third largest outbound market. The Nordic travellers spend more than 20 billion 
US dollars yearly on travels. The income in the Nordic countries is high, and a large 
proportion of this is spent on travels. Travel spending per capita is one of the highest in the 
world in the Nordic Countries, higher than Germany and the UK. Finnish people get an 
average of 5-6 weeks of holiday yearly. Not only do the Nordics travel in their home 
countries, about 50% of the travels are outbound. Furthermore, 60% of people in the Nordic 
countries travel abroad for holiday at least once in a year with the number growing 
(Medieministeriet, 2011). Looking at the countries within Europe and their outbound travel, 
Finland has the sixth largest number of outbound tourism in Europe (Eurostat, 2017a) [See 
appendix 4 for reference]. While abroad, the Nordic travellers spend 90% more than tourists 
from other European destinations. The average amount of a holiday cost is 1000 euros 
covering transport, accommodation and consumption (Medieministeriet, 2011).  
 
Most of the travels done by Finnish people take place during the summer. The choice of 
destination for Nordics are warm destinations, with Spain being the most popular, but 
destinations outside Europe on the rise. Other than looking for sun and sand, Nordics enjoy 
travelling to big cities to experience culture. The most popular means of travel among the 
Nordic are all-inclusive package tours, city breaks and cruises, with all-inclusive package 
tours being highly popular amongst families with children. Nordics are more and more 
interested in luxury when it comes to their holidays. The key factors when it comes to 
booking a package holiday are child friendliness and safety. All-inclusiveness is also a key 
factor when it comes to holidays, it makes controlling the amount of money spent easier 
(Medieministeriet, 2011).  
 
The main platform for booking holidays is via internet, with 60% of bookings done online. 
This is the preference for Nordic tourists due to convenience and flexibility, no specific time 
needs to be set to book the holiday, and it can be done whenever possible.  (Medieministeriet 
2011).  
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The preference of destination varies on the type of traveller. When families with children 
travel, they are looking for safety, nice climates, great beaches and relaxation. In comparison 
to young couples, who when travelling are looking for activities and cities to explore in 
addition to beaches. When families with children prefer safe, touristic destinations, young 
couples are looking for adventure. When it comes to older couples, the preference is great 
surroundings and cleanliness. Attractiveness and awareness have to be considered when 
making travel plans. Awareness is what is known of the destination chosen in contrast to 
attractiveness which is the impression of the destination. The most popular choices of 
destination for Finnish travellers are: New Zealand, Scotland, Iceland, England and Austria 
(Travel Image, 2014).  
 
A growth in popularity can be seen in the Nordic countries, when it comes to city breaks. 
This form of travel has surpassed the package holiday. Not only do young couple love this 
means of travel, but it has gained popularity amongst families with children and older 
couples. City breaks are not only taken during the summer, moreover most of city breaks are 
taken during spring and autumn (Travel Image, 2014).  
 
2.3 Tourism and the Internet 
We are living in an era of digitalization, and its growth has made its mark in the tourism 
industry (Brennen & Kreiss, 2014). People not only book their holidays online, but also 
search for recommendations and travel plans (Ring et al., 2016).  
 
Experiences are shared online, not only to family members but also to complete strangers. 
The internet has made it possible for complete strangers to share holiday experiences with 
each other. Word-of-mouth, which means evaluation of goods and services, is done daily, not 
only online but whilst meeting friends. After an experience whilst travelling, it is common for 
the customer to post a comment about it either on their private pages or on TripAdvisor, 
which can then be seen by millions of people around the world. Sharing experiences can be 
done anonymously, which can affect the credibility of the author (Ring et al., 2016).  
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Social media can also serve as help during crisis situations, it is easy for people to seek 
advice and help via social media (Schroeder and Pennington-Gray, 2015). Mark Zuckerberg, 
the ceo of Facebook, has also realised the power of social media, and in 2015, after a 
devastating earthquake in Nepal, he created a mark safe option, which lets people around a 
crisis area to mark themselves safe for friends and family around the world to see it via 
Facebook (Schiavenza, 2015). Furthermore, social media serves as a platform for customers 
to engage with tourism providers. The amount of technology one uses abroad is linked to the 
amount of technology one is used to in day to day life (Schroeder and Pennington-Gray, 
2015).  
 
With the growth of digitalization new opportunities for accommodation have surfaced, the 
biggest one being AirBnB, which is a marketplace where people can list and look for unique 
accommodations around the world (AirBnB, 2017). In 2014, more than 18 million people 
used AirBnB as their means of accommodation. Customers see AirBnB as a low cost 
alternative where you have a possibility to stay in destinations and areas popular with locals, 
for a chance to experience the culture and life in the destination. When using AirBnB while 
traveling, the customer has direct contact with the host often getting tips for experiences 
which tourists don’t normally explore. With the growing of AirBnb, tourists have started 
taking shorter holidays with low-cost airlines traveling to destinations not typical for tourists 
(Tussyadiah and Pesonen, 2016).  
2.4 The Current Situation of Package Travel 
Package travel dates back to 1841, when Thomas Cook arranged his first trip from Leicester 
to Loughborough. In the beginning the tours arranged were only inbound travel, but in 1855 
the first package holiday abroad was arranged (ThomasCook, 2016). Package travel consist 
of accommodation, transportation, meals and attractions. This type of travel dominated the 
international travel market for decades, and still keeps its place as one of the largest travel 
businesses today. The countries that used package travel the most were United Kingdom and 
West Germany and their holidays were taken in Greece and Spain in the 1970s. From then 
the center of package travel changed towards Asia and the Pacific (Chen et al., 2016).  
 
In recent years, package travel has started to lose its leading place as means of travel due to 
online bookings and independent travel. With online bookings and independent travel, 
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emerging markets have started to grow. With the growth in digitalization and online 
bookings, shopping for travels shifted from high-end travel agencies to the internet, where it 
is easy for the tourist to pick their own favourites (Chen et al, 2016). Instead of travelling to 
Spain, Greece or Thailand, tourists have started discovering other destinations in Asia, Latin 
America, Central and Eastern Europe, Africa and the Middle East (Mariani et al., 2014). In 
the past, package travel used to be the cheapest option available, which is not always the case 
anymore (Chen et al., 2016).  
 
Though independent travel has grown, tourists have not forgotten the existence of package 
travel. With package travel, a tourist expects to get value and convenience as well as save 
time when all bookings are done in one place, instead of searching for everything separately. 
Package tours have been getting lower satisfaction ratings compared to independent travel, 
due to the choice option in contrast to independent travel (Chen et al., 2016).  
 
Most package travels focus in destinations with sun and sea. The biggest tour operators 
dominating in Europe are Thomas Cook and TUI. These two tour operators have more than 
50% of major source market in the UK, Nordics, the Netherlands and Belgium and more than 
30% in Germany (FVW, 2014).   
 
Due to package travel being such a big part of tourism market, several associations have been 
formed to offer tour operators with regulations and guidelines (Chen, et al., 2016). Besides 
the associations, in 1990, the EU Package Travel Directive was created to offer protection to 
travellers on packages in case of tour operator or airline failure (Eur-Lex, 1990). The Package 
Travel Directive was updated in 2015, to adapt with the changes in the tourism sector. Now 
the directive is not only protecting tours organised by tour operators but also combination 
travel (Europa, 2016). 
 2.5 Emerging Customer Profiles 
  2.5.1 Backpackers 
Backpackers are often described as self-organised pleasure tourists who are on a prolonged 
multiple destination journey with a flexible schedule. Backpackers want to experience the 
local culture and look as little touristy as possible. The biggest motivation for people to use 
backpacking as a means of travel is wanting to meet other people (Maroz, 2007). 
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Backpackers see themselves as the real travellers compared to people with tour operators 
visiting mass tourist locations.  When going backpacking, everyone seeks for their “own 
thing”, which often ends up being the same thing as other backpackers are in the search of 
(Cohen, 2010).  
 
Backpackers differ from other tourists in many ways, because they search for remote 
locations and localities (Cohen, 2010). What most backpackers are looking for in their 
destinations are nature, culture and adventure, as well as travelling unusual routes. They are 
in a search for authentic experiences, where they are able to interact with the local culture and 
see their ways of life. The most typical accommodation type for a backpacker is a hostel or 
couch surfing, due to a tight budget during their travels (Maroz, 2007).   
 
Backpackers go travel for a temporary leave from normal life, in most cases returning to their 
responsibilities afterwards. Most travel alone or with one person, meeting other backpackers 
along the way (Maroz, 2007). Even though they make friends with other backpackers, these 
friendship don’t tend to last long. The nationality of the backpacker has an effect on 
socialising when travelling. Some nationalities tend talk to people and try to get to know as 
many people as possible, in contrast to some nationalities who only talk to people with the 
same set of language skills (Cohen, 2010).   
 
Most often backpackers are young people from Western countries, mostly from North 
America, New Zealand, Australia and Western Europe, though growth in backpackers from 
other destinations can be seen. Backpacking has grown in popularity especially in Israel and 
Japan. The style of travel differs according to the backpacker’s nationality (Maroz, 2007). 
Even though most backpackers are of young age, it is not uncommon to see older 
backpackers. Youngsters normally stay in one place for a short period of time, in comparison 
to older people who stay in the destination for a longer period of time (Cohen, 2010). 
 
  2.5.2 The Elderly  
The baby-boomers after World War II are now reaching their senior status, and this group 
represents a growing market for the tourism economy. Seniors are classified as people over 
the age of 50, which means not all of seniors are yet retired. The age of retire varies within 
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countries. The senior citizens of today are healthier and wealthier than ever before. But not 
all senior needs are the same, each one is unique and searching for experiences that suit them. 
What most seniors have in common is flexibility and time (Tiago et al. 2015).  
 
As tourists, seniors are seen as sophisticated and experienced travellers, who are familiar of 
the services and products in the travel industry. There are differences in the frequencies and 
lengths of stays within the seniors, the more well-off the senior is the more they travel. High-
seasons don’t effect the travelling’s of seniors since they often travel off seasons due to 
having no work and a lot of leisure time (Tiago et al., 2015). 
  
Like all other tourists, what a senior tourist wants varies. Some senior citizens are 
experienced travellers and travel the world independently. There are also seniors who lack in 
travel experiences and rely on package travel to make the most of their vacation abroad. 
Seniors often enjoy learning about the history of the destination and are eager to take part in 
tours organised by tour operators (Tiago et al., 2015).  
2.6 Emerging destinations 
 
The adjective ‘emerging’ is typically used when talking about tourism destinations in 
developing countries and areas. These areas normally consist of rural, coastal and peripheral 
areas just in the beginning of their life in tourism. Emerging destinations are still in the 
process of being discovered, not only by tourists but also by the local communities. Emerging 
destinations have a hard task ahead, since they have to break through to the tourism market, 
which may in some cases be difficult due to the fact that the destinations are still so brand 
new and the DMO’s are relatively young or in some cases they have not been created yet 
(Zmyslony, 2014). 
 
Emerging destinations are an increasingly important part in competitive tourism market. 
According to UNWTO (World Tourism Organisation) the increase in arrivals to emerging 
destinations is expected to double in rate to those in advanced economies from 2010 to 2030. 
By 2030, emerging destinations are expected to reach 57% of the market share. Northern and 
Western Europe and North America are expected to see slow growth in the future, whereas 
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Africa, Middle East, Asia and the Pacific Region are expected to grow rapidly (Claveria, 
2016). 
 
In 2010, destinations such as Croatia, South Africa, Ireland, Portugal, Bulgaria, Jordan, New 
Zealand, Cyprus, Botswana, Jamaica, Slovenia, Lithuania, Latvia, Mauritius, Sri Lanka, 
Paraguay, Belize, Madagascar, Mali and Moldova were seen as emerging destinations 
(Claveria, 2016). Whereas looking at lists about emerging destinations now, some changes 
can be seen. Lea Lane listed Havana, Cuba; Cape Town, South Africa; Merida, Mexico; 
Denver, Colorado and Vancouver, Canada as emerging destinations in the Forbes Magazine 
(Lane, 2017). In comparison to the list published on Forbes Magazine, Hostel world 
published their list of emerging destinations, which included Myanmar, Cook Islands, Nepal, 
Iceland, UAE, Kyrgyzstan, Indonesia, Madagascar, Ukraine and Kazakhstan (Rivera, 2017).    
 
Emerging destinations don’t survive without any help and often innovative and creative 
entrepreneurs get involved with tourism to try and help it grow. The biggest challenge for an 
emerging destination is to create sustainable and competitive local networks with strong 
cross-cultural linkages within local economies (Zmyslony, 2014).  
 
2.7 What effects the choices of tourism? 
When it comes to looking at the reasons for travel, there are a lot of things that need to be 
taken into consideration. Furthermore, touristic behaviour is something that should be taken 
into account when looking at these reasons. Environmental and social influences effect the 
choice of travel and the destination choice. These are sometimes seen as threats to the 
tourism industry. To be able to travel, one must have a steady income. Humans love harmony 
and dissonance is something no one seeks, but unfortunately it is often present when making 
travelling choices. Humans often experience dissonance when it comes to choices that are 
nonrefundable, such as travel (Tanford and Montgomery, 2015).  
 
When one goes on a holiday, they search for unique, exclusive products and services, 
experiences that differs from life at home. It is common to look for interaction with locals 
and to try to experience the authentic lifestyle of the locals (CBI Market Intelligence, 2016).  
Economic factors are in effect when it comes to choosing a destination in addition to social 
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and psychological factors. Personal interests, cultural background and geographic 
characteristics of the country of origin affect the destination of choice. Travelling overseas 
cannot be taken for granted and should be seen as a luxury item (Song, et al. 2000). The 
wealthier one is, the more frequently and longer-haul trips one can take (Wong, et al. 2016).    
 
Climate is an important factor when it comes to tourism. Countries with colder climates tend 
to have more tourists travelling to warmer destinations. People living in North Europe and 
Scandinavia tend to travel more often in the winter in comparison to the Mediterranean 
countries. Sunshine is not always the key factor when it comes to destination choice. When 
travelling for city breaks or visiting cultural destinations, it is not as important as it is when it 
comes to beach holidays (Eugenio-Martin and Campos-Soria, 2009).  
 
Tourists from different backgrounds behave differently, but not all people from the same 
destination go hand in hand. People from the same country might have totally different 
characteristics from one and other, for example French Canadians and English Canadians. It 
is not uncommon to have a dual citizenship these days, which also affects behavior of the 
tourists. When it comes to domestic tourists, there is not much difference to the locals in 
contrast to international tourists who come from different backgrounds (Pizam and Sussman, 
1995).  
2.8 Growth of Tourism 
Predicting the growth of tourism is a difficult task. To see how a destination will thrive in the 
future can’t be forecasted by only one method and a combination of different methods needs 
to be used (Sheh, et al., 2011). To measure the current situation of international tourism in a 
destination, tourism receipts are used (De Vita and Kyaw, 2016).  
 
International travel and tourism is the largest service sector in international trade and it 
employs more than 266 million people. In 2013, one in eleven jobs in the service sector were 
connected to the tourism industry. In addition to employing many people, it is also one of the 
top five sources for international export income in more than 80% of countries in the world. 
It is important to see how important the growth of tourism is to the economy and think about 
ways in which it can be boosted, whether it is new destinations or changes in the 
infrastructure (Du, et al., 2016).  
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The growth in tourism can be seen throughout the years and in 2014 more than 1.17 billion 
trips were done by Europeans, and the money spent according to travel receipts on these trips 
was more than 109 million euros (Eurostat, 2017b; Eurostat, 2017c). Even though Europe is 
one of the biggest destinations for tourists to visit, Middle East and Asia showed the largest 
growth in tourism in 2010. People are becoming wealthier over time and this affects the rise 
in tourism flows. Improvements in technology have also helped with tourism, since 
nowadays there are more options on routes to take and price range of these travels. Most 
travels used to focus on familiar destinations which offered sun and sea, but lately some 
changes can be seen. Instead of travelling to sun and sea destinations, people are more 
interested in ecotourism and unfamiliar destinations (BBC, 2016).  
2.9 Language Barriers and the Finnish Language 
Language is used to express emotions, share feelings, tell stories and convey complex 
messages. It can be considered that language is the key to a person’s self-identity (Imberti, 
2007). Different languages may not create barriers but may affect the enjoyment when 
travelling abroad (Mancini-Cross et, al. 2009). 
 
Even though Finland is part of the Nordic countries, it differs it differs greatly from the others 
because of its unique language. Sweden, Norway and Denmark have similar languages. 
Despite the Finnish language roots lying in present day Russia, the language has no 
similarities or relation to the Russian language. Finnish language belongs to the Finno-Ugric 
languages. Besides Finnish, Estonian and Hungarian are part of Finno-Ugric languages. The 
language group doesn’t only consists of these three languages but also includes a number of 
indigenous languages (Heiskanen, 2016). Only 4.9 million people speak Finnish as their 
mother tongue in the world, in addition to half a million people having it as their second 
language (Kotimaisten kielten keskus, 2017).   
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3. Methodology 
3.1 Quantitative Research 
Quantitative research is a research method which uses numbers as data to get answers to 
questions. It is then analysed by using statistical techniques. This type of research values 
objectivity. Quantitative research doesn’t gather complex detail from each participant, instead 
it gives depthless yet broad data. It is often used to explain or predict relationships between 
variables. Quantitative research has a fixed method which is used. It is considered to be rapid 
(Braun & Clarke, 2010).  
 
3.2 Qualitative Research 
According to Braun and Clarke, qualitative research uses words as data, collected and 
analysed in all sorts of ways. By comparison to quantitative research, qualitative research is 
more time consuming. In qualitative research, the numbers don’t matter as much as the 
meaning (Braun & Clarke, 2010).  
 
Qualitative research consists primarily of textual materials such as interviews, transcripts, 
field notes and documents and/or visual materials to document human experiences. The goals 
and methods of data collection vary depending on the means of the project. Analysing the 
data collected from qualitative research may give the researcher new insight and 
understanding of the result, which they had not considered before. Qualitative research is 
used in sociology, education, anthropology, psychology, communication, journalism, health 
care, social work, justice studies, business and other related fields (Saldaña, 2011). 
 
Like quantitative research, qualitative research is conducted on people. Data collection is 
done by interviews, observations, analysis of documents and material culture and visual 
analysis. Qualitative research is cyclical, which means that changes can be made during the 
whole research process to fix errors that occur. Instruments, questions and methods can be 
changed throughout the process. In qualitative research, results drive the methods 
(Vandestoep & Johnston, 2009). 
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3.3 Survey 
It is considered, that there is no precise explanation for a survey due to the fact that each 
survey is unique. Something that has proven to work on one survey might not be suitable for 
another one. The aim of a survey is to gather information from a representative selection of 
the population as a whole (Bell, 2010). Surveys can be conducted online or as paper versions.  
 
At its most basic, a qualitative survey consists of open-ended questions about a topic where 
participants type or handwrite the answers to each question. In most cases, surveys are a 
combination of quantitative and qualitative questions. In other words, the survey includes 
both open-ended and closed questions.  (Braun & Clarke, 2010).  
 
To get adequate data, it is important for an equal distribution of the survey (Bell, 2010). This 
is where online-surveys come in handy. Online-surveys are quick and the distribution is 
simple. It also gives the highest level of anonymity for the respondent. Gathering the data 
from an online-survey is extremely quick. The usage of specialist software is needed to 
publish the survey on the internet. Participants receive a link to the survey and complete it 
online (Braun & Clarke, 2010). 
 
For a survey to be adequate, it is crucial to decide what characteristics should be represented. 
All the participants will be asked the same set of questions, so it is vital to clarify that all the 
questions mean the same thing for all participants. Surveys are used to give the answers to 
such questions as “what”, “where”, “when” and “why”, while getting the answers to “why” is 
more challenging (Bell, 2010). 
 
A survey can consist of different types of questions, but not all types of questions need to be 
included. Youngman (1986) divides questions into seven different categories. The questions 
may be verbal/open-ended, list, category, ranking, quantity, grid or scale. When designing a 
survey, it is important to avoid confusion with the questions. Questions should not be leading 
or hypothetical. It is key to have the analysis already in mind when creating the questions 
(Bell, 2010).   
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3.4. Research Ethics 
When it comes to conducting any type of research, research ethics need to be taken into 
consideration. One of the key factors to remember when conducting any research is to be 
honest and stay objective and biast. When conducting any research, in this case a survey, it is 
important that the necessary information is stated for the participant, which includes the 
outlines of the nature of the research, the purpose of the study, how much time and effort it 
takes to take part in the survey, what is it used for and name of the researcher and contact 
information in case the participants have any questions related to the research (Denscombe, 
2012).  
 
To summarize, there should be no manipulation of data collection, analysis and interpretation 
procedures. All findings need to be reported when analysing the data, even if they are 
unexpected or negative. Key factors in research ethics are keeping the participation voluntary 
and harmless and giving and keeping the promise of anonymity and confidentiality for the 
participants (Bhattacherjee, 2002).  
 
3.5. Process 
 
The aim of the survey was to gather information on the travel habits of Finnish residents, 
focusing on the opinions and thoughts about package travel and independent travel. Due to 
the fact that the survey was aimed to Finnish residents only, the survey was conducted in 
Finnish. The choice of method chosen to research the question was a survey published online. 
The survey in question was published on Webropol. Webropol is a Finnish online-survey 
website, established in 2003, now having more than 70 000 users yearly gathering feedback 
from more than 30 million people (Webropol, 2017).   
 
The survey was published online on the 3rd of February 2017 and the survey was closed on 
26th of February 2017. The target amount of surveys answered was n=130. The survey was 
spread on Facebook, in addition to different chatrooms and comment sections of Finnish 
newspapers. The reason of using different platforms to spread the survey was to get a wider 
range of participants.  
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The fundamental reason of a survey being used as the method of data collection was that it 
can be easily distributed. Having an online survey makes the gathering of data from 
participants from all over Finland possible. In the beginning, the author was considering of 
picking semi-structured interviews as the method, but this was later rejected due to the fact of 
not being able to reach the majority of the population, but only cities within the capital area. 
Using a survey as the method of data collection, allows the author of the research to distribute 
the survey on different internet websites and social media platforms in an attempt to get 
participants from the whole of Finland. Using an online-survey website makes the gathering 
of the results of the data more convenient.  
 
The survey conducted for this research consists of both quantitative and qualitative questions. 
There are a total of sixteen questions. The whole survey can be found in the appendices, 
appendix one is the survey in English, whereas appendix two is the survey in Finnish. Due to 
the fact that the survey was conducted in Finnish, Antti Kurhinen, a senior lecturer in Haaga-
Helia University of Applied Sciences looked over the survey before publishment. In the 
beginning of the survey, the author explains what is meant by the terms package travel and 
independent travel used in the survey.  
 
The first questions consist of quantitative questions getting information about the background 
of the participants. The questions consists of age, place of residence, sex and occupation. The 
fifth question on the survey takes a look at the language competency of the participants, with 
a ranking question. The participants are asked to rank the level of language competency from 
zero to five in Finnish, English, Swedish, Russian, French, German and Spanish.  The 
following questions take a look into the travel patterns of the participants, looking at how 
often, with whom and why they travel. After looking at the travel patterns of the participants, 
it goes more into detail about package travel and the usage of it. The final questions of the 
survey consist of open questions about both package travel and independent travel.  
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3.6. Data Analysis 
Data analysis is all about breaking up, separating or disassembling of research materials into 
pieces, parts, elements or units. This means that all the answers are divided into parts and 
then the answers are grouped into a coherent whole. When doing the reassembling, it is 
important to look for patterns, search for relationships between the answers and finding 
explanations to what is observed. The whole goal of reassembling the data is to make sense 
of it as a coherent whole. The categories which the data is grouped in only becomes clear 
when analysing the data (Boejie, 2010). 
 
When it comes to surveys, the responses are stated in the participants own words. Survey data 
is often in numerical form and analysing numerical forms is done by using statistics. Results 
of statistical analyses are definitions, affiliations, comparisons and predictions. When writing 
a report, tables and figures are expected (Flink, 1995). 
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4. Findings 
The following chapter will be dedicated to the findings of the survey. In total 130 
respondents took part in the survey.  
 
 
Figure 1 Age range of the respondents (n=130) 
 
Figure 1 shows the age range of the respondents. This questions was mandatory for all 
participants with multiple choice options. As it can be seen from the figure, the largest group 
of the respondents were from ages 18-24 with 44% (n=58), 32% (n=42) were from the ages 
25-31, 4% (n=5) were from the ages 32-38, 7% (n=9) were from the ages 39-45, 8% (n=10) 
of the respondents, 8% (n=10) were from the ages 46-52, 1% (n=1) were from the ages 53-60 
and 4% (5) were over the age of 60. The reason why the majority of the respondents were 
from the ages 18-31 was the fact that it was mostly distributed via the social media and the 
participants reached were in that age group.  
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Figure 2 Places of residence of the respondents (n=130) 
 
Figure 2 shows the places of residence of the respondents.  Question two was a mandatory 
question with a multiple choice options giving all the regions of Finland and possibilities. As 
shown on the figure above, 74% (n=96) of the respondents were from Uusimaa. Uusimaa is a 
region in the Southern part of Finland, consisting of 26 municipalities including the capital of 
Finland, Helsinki. More than a quarter of Finnish inhabitants live in Uusimaa region 
(Uudenmaanliitto, 2017). 6.2% (n=8) of the respondents live in other countries than Finland, 
6,2% (n=8) of the respondents come from Satakunta, located in Western Finland, 3.6% (n=5) 
of the respondents were from Pirkanmaa located in Western Finland bordering Satakunta, 
2.3% (n=3) of the respondents were from Kymenlaakso, located east from Uusimaa. 1.5% 
(n=2) of the respondents were  from Central Finland: Varsinais-Suomi, located west of 
Uusimaa and Päijät-Häme, which is located directly north from Uusimaa. 0.8% (n=1) of the 
respondents were from South Ostrobothnia, Central Ostrobothnia and Ostrobothnia, all 
located in the northwestern part of Finland.  [See appendix six on page 85 for references] 
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Figure 3 Sex of the respondents (n=130) 
 
Figure 3 shows the sex of the respondents. The third question was a mandatory multiple 
choice question. As seen from the figure above, 79% (n=103) of the respondents were female 
and 21% (n=27) of the respondents were male.  
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Figure 4 Occupation of the respondents (n=130) 
 
Figure 4 shows the occupation of the respondents.  The fifth question was a mandatory 
multiple choice question. As shown on the figure above 46% (n=59) of the respondents were 
students, 4% (n=5) of the respondents were entrepreneurs, 35% (n=45) of the respondents 
work in the private sector, 2% (n=3) were unemployed, 9% (n=12) work in the private sector, 
3% (n=4) were pensioners and 1% (n=2) answered other.  
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Table 1 Language competencies of the respondents (n=130) 
 No skills Poor Basic Good Very good Excellent 
Finnish 0 0 0 2 2 126 
English 2 0 6 7 29 86 
Swedish 7 14 48 42 8 11 
Russian 108 16 4 1 0 1 
German 88 23 10 6 1 2 
French 98 17 8 4 1 1 
Spanish 65 35 12 9 5 4 
 
Table 1 shows the language competencies of the respondents. As shown from the table 
above, the respondents were asked to grade their language skills in Finnish, English, 
Swedish, Russian, German, French and Spanish. The question about language competencies 
was a mandatory question.  
97% (n=126) of the respondents graded their language skills in Finnish as excellent, with 
1.5% (n=2) of the respondents grading their Finnish as very good and good.  
 
66% (n=86) of the respondents answered that their English is excellent, with 22% (n=29) 
grading their English as very good, 4.6% (n=7) of the respondents said that their English 
skills were good, whilst 2.4% (n=2) of the respondents lack English skills completely.  
 
8.4% (n=11) of the respondents graded their Swedish skills as excellent, 6.1% (n=8) of the 
respondents graded it as very good, 32% (n=42) of the respondents answered good, 37% 
(n=48) of the respondents graded it as basic, 11% (n=11) of the respondents rated their 
Swedish skills as poor, whilst 5.5% (n=7) of the respondents don’t speak Swedish at all.  
 
83% (n=108) of the respondents don’t speak any Russian at all, 12.3% (n=16) of the 
respondents rated their Russians skills as poor, 3% (n=4) rated their skills in Russian as basic, 
while both categories good and excellent got 0.85% (n=1) of the answers. 
 
 
 
 
 
Student ID Number                                   Student Name                               Module Code 
15620604                                                  Saana Sofia Uusitalo                    TOU3028M-1617 
29 
 
67.7% (n=88) of the respondents have no German skills, 17.7% (n=23) of the respondents 
have poor German skills, 7.7% (n=10) of the respondents rated their German skills as basic, 
4.6% (n=6) of the respondents have good German skills, 0.8% (n=1) of the respondents 
graded their German skills as very good, while 1.5% (n=2) of the respondents speak excellent 
German.  
 
75.4% (n=98) of the respondents lack French skills, 13% (n=17) of the respondents have poor 
French skills, 6% (n=8) of the respondents have the basic skills in French, 3% (n=4) of the 
respondents graded their French skills as good, while both categories very good and excellent 
got 1.3% (n=1) of the answers.  
 
50% (n=63) of the respondents don’t have any Spanish skills, 27% (n=35) of the respondents 
graded their Spanish skills as poor, 9% (n=12) of the respondents possess basic skills in 
Spanish, 7% (n=9) of the respondents have good Spanish skills, 4% (5) have very good 
Spanish skills and 3% (n=4) speak excellent Spanish.   
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Figure 5 Frequency of the respondents' travels (n=130) 
 
Figure 5 shows the frequency of the respondents’ travels abroad. This question was a 
mandatory, multiple choice question. As seen on the figure, 50% (n=66) of the respondents 
travel more than twice a year, 25% (n=32) travel twice a year, 14% (n=18) travel once a year, 
8% (n=10) of the respondents travel every two years and 3% (n=4) of the respondents travel 
more seldom than once every two years.   
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Figure 6 Reasons for travel (n=226) 
 
Figure 6 shows the reasons why the respondents travel. This question was a mandatory, 
multiple choice question, where the respondents were able to pick more than one option. As 
shown on the figure above 57% (n=129) of the respondents travel for leisure reasons, 28% 
(n=62) of the respondents travel to visit friends and relatives (VFR), 9% (n=21) of the 
respondents travel for business and 6% (n=12) of the respondents combine leisure and 
business.  
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Figure 7 Travel companions of the respondents (n=271) 
 
Figure 7 shows who the respondents travel with. Questions seven was a mandatory, multiple 
choice questions where the respondents were able to pick more than one option. As seen from 
the figure 23% (n=62) of the respondents travel alone, 33% (n=90) of the respondents travel 
together with their family, 37% (n=99) travel with friends and 7% (n=20) travel for business.  
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Figure 8 Usage of package travel within the respondents (n=129) 
 
Figure 8 shows whether or not the respondents tend to use package travel when travelling for 
leisure. Question eight was a mandatory multiple choice question. As shown on the figure 
above, only 26% (n=34) tend to use package travel for leisure travels, when 74% (n=95) 
prefer not to use package travel.  
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Figure 9 Respondents' choices effecting decision of package travel usage (n=59) 
 
Figure 9 shows choices on what effects the decision for usage of package travel. This 
question was only answered by respondents who identified themselves as package travel 
users in question eight. This question was an open-ended question from which the researcher 
grouped the answers into different categories.  
 
As seen from the figure above, easiness was one of the things that effected the decision for 
package travel most with 29% (n=17), prices was the second choice for the respondents with 
22% (n=13), 10% (n=6) of the respondents look at both the services offered at the destination 
and experiences and reliability of the tour operator. 14% (n=8) of the respondents see 
package travel as a great option for families and looked carefully at what choices they offer 
for families, 8% (n=5) said that the opportunity for direct flights is something that effects 
their decision, 7% (n=4) of the respondents categorised their choices in other, which included 
lack of language skills, seasonality, beach holiday and environmental friendliness.  
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Figure 10 Characteristics important in package travel according to the respondents (n=57) 
 
Figure 10 shows what kind of characteristics the respondents are looking for when it comes 
to package travel. This question was only answered by respondents who identified 
themselves as package travel users previously in question eight. This question was an open-
ended question, from which the researcher grouped the answers into different categories.   
 
As shown on the figure, several characteristics gained the same amount of opinions, with 
services at the destination and the price gaining the most votes with 23% (n=13). Also an 
important characteristic tourists look for is the hotel specifics with 19% (n=11). Destination 
was also an important factor with 17% (n=10). 9% (n=5) of the respondents are looking for 
stress-free and easiness when it comes to their package travel holidays. 9% (n=5) of the 
respondents gave other characteristics, including the tour operator arranging the holiday and 
its reliability, recommendations of other travelers and variety when it comes to choices.   
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Figure 11 Important aspects to the respondents when choosing package travel (n= 69) 
 
Figure 11 shows important aspect to the respondents when choosing package travel. This 
question was only answered by the respondents who identified themselves as package travel 
users in question eight. This question was an open-ended question, from which the researcher 
grouped the answers into different categories.   
 
As seen from the figure above, the most important aspect was quality and price with 28% 
(n=19), 16% (n=11) of the respondents see hotel specifics as important aspects to take into 
consideration, 17% (n=12) are looking for easiness of booking and travels, 14% (n=10) 
consider the destination to be an important factor, 3% of the respondents are looking at other 
travellers recommendations when choosing where to go and 13% (n=9) look at the reliability 
of the company. 9% (n=6) of the respondents gave other important aspects which include, 
services at the destination, weather, combination trips and diversity.   
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Figure 12 Importance of the company within the respondents (n=45) 
 
Figure 12 shows whether or not the company arranging the package travel is important to the 
respondents. This question was only answered by the respondents who identified themselves 
as package travel users previously in question eight. This question was a multiple choice 
question.  
 
As shown on the figure above, the amount of people who see the company as important is 
barely larger with 53% (n=24) than the amount of people who don’t see the company as 
important with 47% (n=21).  
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Figure 13 Respondent's reasons for not using package travel (n=160) 
Figure 13 shows reasons on why the respondents tend not to use package travel. This 
question was only answered by the respondents who don’t use package travel as identified in 
question eight. This question was an open-ended questions from which the researcher 
grouped the answers into different categories.  
 
As seen on the figure, the biggest reason on why the respondents tend to avoid package travel 
was due to the enjoyment of holiday planning and being responsible for one’s own schedule 
with 32% (n=51). Price was a big reason as well gaining 20% (n=32) of the respondents 
answers, quite a few of the respondent’s tend to use other accommodation options during 
holiday 9% (n=14), 9% (n=15) of the respondents seek more authentic experiences with less 
tourists around,  6% (n=10) of the respondents have never seen the need for usage of package 
travel and 4% (n=7) of the respondents have seen no need for the services offered by tour 
operators. 2% (n=4) of the respondents prefer to travel independently and 4% (n=6) of the 
respondents see package travel having a lack of choices when it comes to destinations. 14% 
(n=21) gave other reasons for not using package travel. These reasons included them not 
suiting business travels, the dislike of the image of package travel, package travel restrains 
tourism, the company takes extra for the bookings, the seek for more adventure than what 
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package travel can offer, enough language competencies to travel independently, not only 
visiting one destination during the holiday and package travel doesn’t suit a person travelling 
alone.  
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Figure 14 shows the respondent’s opinions on package travel. This question was answered by 
all participants. The question was an open-ended questions, where the answers were grouped 
by the researcher.  
 
As shown on the figure above, opinions on package travel vary greatly. 22% (n=45) of the 
respondents see package travel as a great choice for certain types of tourists, such as families, 
elderly people and people who might not be brave enough to travel independently. 18% 
(n=37) of the respondents see package travel as an easy choice of travel, 6% (n=12) believe 
that package travel is relaxing and the same amount of the respondents believe that package 
travel is a good option for people with limited language skills. 6% (n=13) see package travel 
as being a safe means of experiencing the world and 10% (n=20) of the respondents see 
package travel as being expensive, but there is sometimes possibilities of finding great deals 
(for example: last minute travels). 5% (n=10) of the respondents think that package travel is 
good when it comes to some types of travels, e.g. beach holidays, European travels and 
travels to new destinations. 7% (n=15) have only positive things to say about package travel 
where as 4% (n=8) of the respondents dislike package travel. 4% (9) have no opinion about 
package travel and 4% (n=8) of the respondents see that when travelling with package travel,  
 
Figure 14 Respondents' opinion on package travel (n=208) 
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Everything is taken care of for you. 2% (n=4) see the destinations offered in package travel as 
too touristy, when 1% (n=2) believe that package travel may harm destinations. 6% (n=13) of 
the respondents gave other responses, which included that tour operators advertise their 
products too much, they will lose popularity in the future, old-fashioned, if there are 
problems during the holiday at the destination, help is found easily and compensations are 
good. Package travel is also seen as the more environmental friendly option.   
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Figure 15 shows the respondents’’ opinions on independent travel. The following question 
was a mandatory open-ended question, from which the researcher grouped the answers into 
different categories.  
 
31% (n=64) of the respondents have a positive image about independent travel, 20% (n=42) 
see independent travel as more flexible and having more choices of freedom and 14% (n=28) 
believe that during independent travels, there are more opportunities to interact with the 
locals and experience different cultures. 9% (n=19) acknowledge that travelling 
independently needs more planning and research in comparison to package travel. 7% (n=11) 
of the respondents think that it is the cheaper option when it comes to travelling and 4% 
(n=8) see independent travelling as an opportunity to widen ones world view. 3% (n=7) of 
the respondents see package travel as the easy option, while the same amount of respondents 
believe that this way of travel is not for everyone. 4% (n=9) believe that independent travel 
offers more variety in comparison to package travel. 2% (n=4) acknowledge that when 
travelling independently, the traveler is responsible for everything. 3% (n=9) of the 
respondents gave different responses in addition to the ones mentioned above, including the 
Figure 15 Respondents' opinion on independent travel (n=206) 
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growth of popularity when it comes to independent travel especially within younger people, 
easiness of making the bookings online, it is a good option for travelling alone or in smaller 
groups, but it is seen as less environmentally friendly in comparison to package travel. 
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5. Analysis and Discussion 
This chapter is dedicated to the analysis of the survey questions and discussion that the 
answers brought up, when comparing the findings of the survey to the literature review 
analysed. The texts written in italic are direct citations from the survey participants.  
 
In the literature review, it was stated that Nordic countries are Europe’s third largest 
outbound market, with 60% of Nordic citizens travelling at least once a year 
(Medieministeriet, 2011). This can be noticed in the respondents answers to the question of 
the frequency of their travels, when 89% of the respondents stated that they travel at least 
once a year, with half of the respondents taking a trip at least twice a year.  
 
According to the research done before the survey was published, it was stated that the most 
popular means of travel for Finnish people was package travel, but this cannot been seen in 
the respondents answers where only 26% of the respondents identified themselves as package 
travel users. The age range of the respondents gives this an explanation, because 76% of the 
respondents were under the age of thirty-one and almost half of the respondents were 
students. Package travel is more common with families and people with a steady income 
(Transford and Montgomery, 2015).  
 
When it comes to package travel, the most important things for the respondents was easiness 
and the price. In the past, package travel used to be the cheapest option available, but this is 
not the case anymore. There are always cheap options that can be found with package travel, 
especially last-minute travels, but all and all package travel is considered to be expensive. 
With laws protecting package travellers, this means of travel is considered to be safe and 
reliable. If something goes wrong during your holiday abroad, there is a representative of the 
tour operator to help you out (Chen, et. al, 2016).  
 
In the journal written by Chen et al. it was stated that with package travel the tourists are 
looking for value, saving time and convenience. This can be also discovered in the answers 
given by the respondents, with easiness and stress-free, in addition to quality and 
recommendations from other travellers. When the respondents who identified themselves as 
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package travel users where asked whether or not the company arranging the tour was 
important to them, some division in opinion could be seen. One of the reason why the 
respondents were brand loyal may be due to some of the respondents having a background in 
the package travel industry. This was not stated in the survey answers, but due to the 
researcher’s own background in the given industry, some of the respondents are old 
colleagues of the researcher. 
 
The respondents were asked to specify reasons on why they don’t use package travel. More 
than 50% of the respondents see package travel as being too expensive for their own budget 
and also enjoy the planning stages of travels and see package travel as having lack of 
freedom.  
 
“I just have never felt the need of using package travel. It is possible that in the future 
this will change. The lack of freedom when it comes to making making decisions in 
package travel has led to independent travel, in addition to the image of package 
travel being full of crying kids and stressed parents.” 
 
Even though some of the respondent’s don’t tend to use package travel, their image on 
package travel is mostly positive. A common opinion amongst the respondents was that 
package travel is a perfect option for ones travelling with families, for older people, for 
unexperienced travellers and for travellers who might have a lack in language competencies. 
 
 “I am looking for authentic experiences and I don’t want to spend my holiday with 
other Finnish people. I don’t need a guide and I want to make all the decisions myself 
regarding the holiday. I don’t want arranged activities, instead I want to get to know 
the destination myself or if I am visiting a friend they will take me around. Basic 
tourist trips with other idiots don’t interest me.” 
 
Looking at some of the respondent’s comment, a negative nuance can be connected to the 
prejudice thoughts a lot of people have towards package travel. Package travel is often seen 
as an easy option for families and older people, often compared to as travel for idiots.   
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“Package travel may suit families and older people travelling. Also busy people might 
benefit from the easiness of package travel. Especially if you are an unexperienced 
traveller. I question the authentic travel experience with package travel.” 
 
As asserted before, a large amount of the respondents see the usage of package travel mostly 
for families and older people. In the literature review, it is stated that the way senior citizens 
travel varies greatly. Some of the seniors travelling are experienced travellers who enjoy 
exploring destinations on their own, in contrast to seniors who tend to rely on package travel 
and often enjoy the tours organized by tour operators.  
 
“I think package travel is good, especially for people who don’t have time to plan 
their own trip. I would like to have more option for young people, because it feels like 
that most of the offerings when it comes to package travel are for families and 
pensioners.” 
 
One of the largest emerging markets is the youth, especially backpackers. When backpackers 
travel, they search for authentic experiences and want to look as little touristy as possible, this 
is hardly ever connected to package travel where most of the destinations offered tend to be 
in touristy locations. But backpacking is not the only way youngsters travel, there are a lot of 
youngsters taking city breaks and beach holidays.  
 
“Package travel is an excellent choice for unexperienced travellers and people who 
might not have the language competencies needed for independent travel. Also if you 
are looking for safety, it is the best choice. It is a much better option than not 
travelling at all. Travelling, even package travel, opens your eyes.” 
 
Finnish is a language spoken and understood by only 4.9 million people in the world and for 
a Finnish person to be able to travel, language skills in other languages are needed. Looking 
at table one on page twenty-four, the language competencies of the respondents can be seen. 
The most important language skill(s) needed for travels is English, which 66% of the 
respondents said they are excellent in. The other languages might make travelling in specific 
destinations easier. Even though such a huge amount of respondents are extremely confident 
with their language skills, it is not the case for everyone in Finland. In many cases it is that 
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the older a person is, the less English skills they have. Also the place of residence has an 
effect on the language competencies. Most of the respondents taking part in the survey were 
from the capital city area, which receives the most tourism to Finland and due to this English 
skills are higher in that region.  
 
“Package travel is a bit boring and often the quality-price ratio doesn’t match and 
you need to pay a lot more, but it differs. If there would be wanderlust styled 
packages I would be willing to try them. It is bad to travel with other from your own 
country and can’t experience the local culture. Too touristic.” 
 
Package travel mostly takes place to sun and sea destination, where the tourists can relax and 
get value for their money. It saves time when doing the bookings and is convenient when it 
comes to travelling to the destination. This is not something that captivates the mind of a 
traveller looking for adventure.  
 
“Package travels are too stiff. The tours organised by tour operators to local places 
are horrible and unauthentic.” 
 
According to CBI Market Intelligence, tourists often seek for authenticity when visiting 
destinations and tours arranged by tour operators barely touch the surface of the local life and 
the places, but instead show what is seen as the most important touristic sights in the 
destination.   
 
“Independent travel widens your world views because you can travel to destinations 
that might not be reached by package travel. You learn more responsibility and take 
care of yourself.” 
 
Emerging destinations play an important part in the tourism industry, especially when it 
comes to independent travel, due to the fact that tour operators have not yet started arranging 
packages to these destinations. According to Zmyslony, merging destinations are still on the 
process of being discovered and this is something independent travellers especially 
backpackers are searching for. According to Claveria, huge  growth in popularity of emerging 
destinations can be seen in the future.  
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“I like independent travel more because there are more options and the trip is as I 
plan it to be. I also pay for the services I only use and nothing extra. You get to 
experience the culture and local people more.” 
 
Every person is different and the needs of a tourist vary greatly. A great deal of tourists seek 
for relaxation in the same way as there are adventure seekers who wish to experience the 
local culture during their visit to the destination. Even though there are differences within 
tourist groups, most of them search for unique, exclusive products that differ from life at 
home. Things that affect the decision of a destination vary from personal interests to 
background and geographic characteristics, but it is important to remember that people from 
the same country may differ greatly when it comes to their culture.  
 
 “Package travel works when travelling to Europe, but doesn’t work if you want to 
travel further to Australia or America.” 
 
Some of the participants see package travel as a good option when travelling to Europe. 
Europe is the number one tourist destinations in the world, not only for European citizens but 
also international tourists. ¾ of outbound travels taken by Europeans are to other destinations 
in Europe according to Eurostat.  
 
“Package travel has its own benefits. It is easier with all the bookings and the 
responsibility is someone else’s” 
 
Due to package travel playing a large part in the tourism industry, associations have been 
formed to offer regulations to the tour operators. The forming of these associations in 
addition to the EU Package Travel Directive which was created in 1990, makes package 
travel the risk-free way of travelling when the responsibility in situations when something 
goes wrong is someone else’s.  
 
“Package travel is a good option for those who don’t have the willingness, 
capabilities or time to make their own bookings. I could see myself using package 
travel for a week’s beach holiday.” 
 
 
 
 
Student ID Number                                   Student Name                               Module Code 
15620604                                                  Saana Sofia Uusitalo                    TOU3028M-1617 
49 
 
 
Due to the growth in digitalization, changes in the tourism industry has been made. When 
previously bookings have been done by visiting high-end travel agencies, this is not the case 
anymore. Not only do independent travellers make their bookings online, tour operators have 
adapted to the changes and most of the bookings when it comes to package travel are also 
done online. In addition to making the bookings online, tourists can search for 
recommendations and do research about their future destinations. The internet is a perfect 
tool for an independent traveler with all the applications helping the research process and 
making the bookings for alternative accommodation easier. 
 
“The quality of the hotel, breakfast included, warm and sunny destination and the 
easiness of the booking are important when it comes to package travel.” 
 
Package travel is a popular means of travel when it comes to the Nordics, with city breaks 
barely surpassing it in the last years. When Finnish people travel for holiday, they are seeking 
for luxury and quality in addition to the sun and sand. Due to the cooler climate in the Nordic 
countries, the preference of destinations when it comes to leisure holidays are countries with 
warm climates, Spain being the most popular destination to visit.  
  
“Package travel will be less popular in the future.” 
 
Package travel is often seen as an old-fashioned way of travelling and future of package 
travel has been questioned, but predicting the future of tourism and which destinations will be 
popular and which will lose popularity, is easier said than done. There are a large number of 
things that effect the growth out of tourism. If package travel doesn’t want to be obsolete in 
the future, it is important for the tour operators to stay in touch with the technology and 
arrange trips to new unfamiliar destinations. It is important for them to keep up with the 
changes within the industry.  
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6. Conclusion and Recommendations 
6.1. Conclusion 
 
In conclusion from the research conducted, the researcher was expecting to see opinions of 
Finnish tourists on independent travel and package travel. The researcher had been 
researching current changes in the tourism industry and European tourism, afterwards linking 
the answers of the participants with the literature review. 
 
Looking at the research questions set for the research, some conclusions can be made 
according to the participants’ answers in connection to the literature review. Looking at the 
changing patterns in tourism, the participants are looking for more and more exotic 
destinations not yet touched by other tourists. There are many drivers for why the participants 
travel, most tend to travel for leisure purposes but business travel and visiting friends and 
relatives also took place. Even though a lot of the participants didn’t tend to use package 
travel and would rather travel independently, all and all the opinion on both means of travel 
turned out to be quite positive. 
 
As mentioned before, the participants see package travel as a means of travel for people with 
families, older people, people not brave enough to travel independently or people who lack 
language competencies to travel alone. In comparison to independent travellers who are seen 
as brave and eager to explore all parts of the world, especially places which have yet to be 
found by mass tourists.  
6.2. Limitations of Research 
 
Even though both package travel and independent travel have been around for a while now, 
lack of literature about these sectors of tourism can be seen. It proved difficult to find articles 
relevant for the purpose of the research in question. The literature review consists of the 
chapters above, since academic journals were found for those areas. The researcher had to 
work around the limitations of academic journals and engineered the data found to fit the 
research question.  
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Looking at the variety of respondents who took part in the survey, some limitations can be 
seen. Even though there was a relatively large amount of respondents, there is not much of 
variety within them.  
 
The country of Finland is divided into nineteen different counties, and despite the fact that 
residents in all counties were tried to reach, it was not successful. In conclusion, only people 
from twelve counties including the option other, which was Finns who currently don’t live in 
Finland, were reached. 
 
In addition to the lack of variety when it comes the place of residence of participants, some 
limitations could be seen in the age ranges of the respondents, where more than ¾ of the 
respondents were under the age of thirty-one.  
 
The survey was conducted in Finnish and from there the results were translated into English 
for the analysis. Due to the differences in languages, the author faced some difficulties in 
finding the appropriate English words or phrasing to capture the meaning in Finnish.  
6.3 Recommendations  
 
Even though there is a variety in the opinions of the participants, both negative and positive 
opinions can be seen when it comes to package travel. As it can be seen from the findings in 
chapter four, looking at figure one on page twenty-four, most of the participants were rather 
young and did not identify themselves as package travel users. It is crucial for the tour 
operators to thoroughly come up with means to attract younger people to travel with them. 
Even though, a large number of the participants identified package travel as a great means of 
travel for people with families, it cannot be automatically expected that they will start using 
this means of travel when they get families of their own. The young people of today will get 
used to travelling independently and by the time they start having kids of their own, they will 
be professional independent travellers and having children won’t have much effect.  
 
The customer profiles that tend to use package travel nowadays will get older and eventually 
stop travelling, whereas the young people will start having families of their own. It is 
important for the tour operators to attract the youth before they forget the existence of 
package travel.  
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What the tour operators arranging package travel should focus on currently in addition to the  
future is finding more exotic destinations with a variety of offerings for both families, elderly 
people but not forgetting the youth and couples. Keeping the prices affordable and creating 
more variety will keep the tour operators in business in the future. 
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8. Appendices 
I. Survey in English 
 
 
Dissertation: The Place of the Inclusive Travel in an Era of 
Independent Travel 
Dear participant. 
 
The aim of this survey is to find out the future of package travel in an era where independent 
travel is growing.  
 
In this survey, when talking about package travel, it means when a holiday trip is booked 
through a travel agency, where in addition to flights, accommodation, transportation and 
guide services are included. In Finland these companies include TUI, Aurinkomatkat and  
Tjäreborg. 
 
When talking about independent travel, it means when booking your flights and 
accommodation on the internet. The bookings can be done either on the airlines own websites 
or using online travel agencies such as Supersaver, eBookers and Momondo. 
 
The results of this survey are used in a dissertation conducted for the University of Lincoln. 
Taking part in this survey will take approximately 4 minutes.  
 
If you have any questions or comments in relation to the survey, please do not hesitate to 
contact via email.  
 
Thank you for your help and taking part in the survey! 
 
Saana Uusitalo 
saana.uusitalo@myy.haaga-helia.fi 
University of Lincoln 
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II. Survey in Finnish 
 
 
Opinnäytetyö: Pakettimatkojen tulevaisuus itsenäisen matkustelun aikakautena 
Hyvä vastaanottaja. 
 
Tämän kyselyn tarkoituksena on selvittää pakettimatkojen tulevaisuutta aikakautena, jolloin 
itsenäinen matkustaminen on nousussa.  
 
Tässä kyselyssä pakettimatkoilla tarkoitetaan matkoja, jotka varataan matkatoimistoja 
käyttäen ja matkaan kuuluu lennon lisäksi hotelli, kuljetukset ja opaspalvelut kohteessa. 
Tälläisiä firmoja ovat Suomessa mm. TUI, Aurinkomatkat ja Tjäreborg. 
 
Itsenäisellä matkustamisella tarkoitetaan, kun varataan lennot ja hotelli internetin kautta. 
Varaukset voi tehdä joko lentoyhtiöiden omilta sivuilta tai verkkomatkatoimistoja käyttäen 
(mm. Supersaver, eBookers, Momondo). 
 
Tämän kyselyn tuloksia käytetään matkailualan opinnäytetyössä, jota teen Lincolnin 
yliopistolle. Vastaamiseen menee vain noin 4 minuuttia. 
 
Jos teillä on kysymyksiä tai kommenteja kyselyyn liittyen, ottakaa minuun yhteyttä 
sähköpostitse. 
 
Paljon kiitoksia avustasi ja vastaamisesta! 
 
Saana Uusitalo 
restonomiopiskelija (saana.uusitalo@myy.haaga-helia.fi) 
University of Lincoln 
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III. Ethical Approval Form 
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IV. Country of origin for outbound tourism trips, 2014 
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V. Survey answers translated into English 
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VI. Map of Finland 
 
